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Overseas Operations: You May Have to Consult the Royal Astrologers, 
M. Hampton, Je. 66 

Parker Pen Promotes ‘‘Peace Through Understanding" Through 
Writing, W. B. Sprague, D. 65 

Public Relations Abroad Requires Special Handling, R. J. Leffingwell, 
S. 68 

Public Relations in Italy: A Progress Report, G. de Rossi del Lion 
Nero, S. 67 

Progress and Problems in a Prosperous Europe, J. Marston, D. 69 

Scandinavia—A Thorny Path, O. Dich, D. 69 

Shakespeare Aids Travel Promotion and Becomes ‘Man of the 
Year", E. Anthobus, JI. 65 

Should Your Company Extend Its Financial Program to Europe? 
R. Essien, Ap. 67 

The “Show Business’’ Approach to International Trade Fairs, 
W. Fisher, F. 65 

Spain’s World Fair Pavilion Aims at Increased Tourism and Trade, 
W. Wallace & W. Gandall, My. 65 

Survey Shows International Public Relations Accelerating, 
J. B. Strenski, Je. 66 

The Satellite Beams Its First PR Program, A. Reef, N. 69 

Thirty Companies Sponsor Global Safari, A. N. Podell, F. 67 

“Total Communications” — Its Evolution Overseas, H. Burson, Mr. 65 

Towards an International Language and Common Computer 
Vocabulary, R. J. Leffingwell, O. 66 

UN We Believe Enlists Executive Participation to Stay Alive, 
B. Vaughn, Je. 66 

U.K. Prepares for Another D Day, F. Clark, S. 69 

Venezuela: Some Public Relations Projects Dedicated to the 
Improvement of Man, F. Alcock, N. 66 

“Visit U.S.A.” Project Becomes a Good Will Tour, G. W. Ince, D. 68 

“Yanks, Please Come Back’’ R. E. Wickman, Je. 65 


LABOR RELATIONS 

The Case for Employee Economic Education, |. Donahey, O. 67 

Hospitals and Unions, W. Bailey, F. 69 

New York’s Transit Strike: Lack of Communications Made it 
Inevitable, H. R. Newman, My. 65 

Our Longest Big Strike, E. E. Dowell, O. 68 

Who Has the Right to Communicate with Employees? J. D. Baxter, 
My. 65 


LOBBYING 
Special Report: Federal Regulation of Lobbyists, M. A. Smith, Ag. 67 


MANAGEMENT 

Management is Not Listening to its Employees, H. G. Harper, Ag. 66 

Middle Management in the PR Program, H. Stephenson, N. 69 

The Penalti2s of ‘Executive Isolation’, P. Lesly, S. 67 

Plenty of C itput — But Where's the Input? F. E. Hewens, O. 66 

Public Relé ions and The Quest for Qualitative Change, E. J. Little, 
My. 68 

Survival in he Executive Jungle, C. Burger, Mr. 65 

What Make a Good Report, R. F. Harlow, Ja. 69 

What Mana ;ement Should Expect from Public Relations, 
J. D. deButts, D. 67 

What Should Management Expect from Public Relations? G. Perry, 
Jl. 67 


MARKETING 

How to Arrange a Marketing Mix, W. H. Kramer, My. 67 

The Mead Corporation: Fractional Ads Tell Whole Story, 
C. R. Schaible, D. 65 

PR Plays New Role in Marketing, R. J. Leffingwell, D. 69 

Should Public Relations Take Over Marketing —or Vice Versa? 
S. H. Britt, S. 66 


MEDIA 


The Big Five Women’s Books, A. Lobsenz & G. P. Nicholas, JI. 69 
Books are Effective Public Relations Tools, R. Weiner, My. 69 
Communications: Mass Without Meaning, A. R. Murphy, My. 67 
Communicating with a Segmented Society, P. Lesly, Je. 68 
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Consumer Education and Media Relations Boost Marketing of 
‘Ducklings, R. L. Clark, Ag. 65 

Educational Television: Growing Public Relations Opportunity, 
F. Jacobi, Mr. 66 

The Future of News Media: A Long-Range Look at... Business 
Journalism, J. H. Allen, Daily Journalism, E. C. Daniel, Electronic 
Journalism, G. Manning, Weekly Journalism, O. Elliot, & A. Heiskell, 
Ja. 67 

Media Knowledge: Key to Publicity Success, M. H. Morris, Ap. 65 

Neglected Media, J. Weitzner, N. 68 

The Scientific Concept of Media Selection, R. Toohey, S. 66 

Syracuse Pilot Study Reveals Views of Newsmen, G. N. Hoffman, JI. 67 

What are Preferred Editorial Practices? A. J. Lazarus, D. 65 


Broadcasting, Radio, TV: 

Closed-Circuit Television Personalizes Company's Report, P. Kearns, 
Ap. 66 

From Zero to 31,000,000 Building an Audience for ‘‘The National 
Driver’s Test’, J. Wolhandler, Ag. 65 

How Dairymen Spend Half an Hour with 50,000,000 People Each 
Year, F. R. Neu, S. 65 

Low Cost Radio Series Combats Identity Problem, G. Gammon, Mr. 67 

Radio Specials Create New Interest in Counseling, H. Copeland, Ag. 65 

Supplemental Broadcast System Strangles Rumor Mill, C. E. Spitzer, 
F. 65 

Survey Reveals Television Program Needs, M. L. Holmes, Ag. 66 

TV Advertisers Expand Public Identity Efforts, R. D. Erickson, O. 67 


Magazines: 

The Kennedys vs. Look, Manchester, Harper & Row, R. S. Collins, 
Ap. 67 

Money Management Study Reveals Financial Communications 
Challenge, A. Cullen, O. 67 

Young Columbus Flies Again, E. Dolan, Mr. 69 


Newspapers: 

Daily Newspaper Ads Play Useful Role in Employee and 
Community Relations, |. S. Kogan, O. 66 

National Sunday Supplements —A Prime Publicity Target, 
G. P. Nicholas, D. 68 

Newspaper Series Keeps Milwaukee Moving Ahead, N. G. Meyer, 
Ja. 66 

“Public Relations’’ and its Connotations in Newspaper Usage, 
B. K. McKee, Jl. 68 

This Way to Suburbia, C. E. Hayes, Mr. 69 

What Newspapers Serve to the Breakfast Tables of Congress, 
J. M. Dower, O. 66 


MERGERS & ACQUISITIONS 

Communication Makes the Merger, A. R. Roalman, S. 69 

How Marcor Came to Wall Street, R. V. Guelich, Ap. 69 
Mergers and Acquisitions: The New Direction, R. McLaren, S. 65 
Repelling the Raiders, S. Sauerhaft, JI. 69 


MILITARY 

Air Force Academy, Bad News and How to Survive it, R. F. Abel, JI. 68 

How to Move a Staff 2400 Miles, W. Timberlake, N. 68 

How the ‘“‘Unpopular’’ Air Force Strengthened Belgian-American 
Relations, A. F. Livers, JI. 65 

School for Information Specialists, A. R. Roalman, S. 68 

“Yanks, Please Come Back’, R. E. Wickman, Je. 65 


MINORITY RELATIONS 
Activating the Corporate Conscience, J. Buldak, W. Barrett, 
F. W. Wylie, C. Pond, JI. 69 
After the Long Hot Summer...Some Thoughts for a Cool Winter, 
F. W. Wylie, N. 67 
The Arithmetic of the City, A. Heiskell, Ja. 68 
Black Power — An Advocate Defines It, A. Cleage, Jr., JI. 68 
Bridging the Color Gap, N. W. Spaulding, Ap. 69 
A Corporation Takes Social Action, T. F. Roeser, My. 69 
The Ethnic Challenge: Business Can’t Be Done as Usual, 
R. S. Scruggs, Ja. 68 
Helping an Infant Black Firm, R. W. Wolcott & D. Nuffer, Je. 69 
Image Building Necessary in the Negro National Community, 
D. P. Gibson, O. 65 
Negroes in an Integrated Society, A. F. Brimmer, JI. 68 
Public Relations Volunteers Help New Negro Company, 
C. R. Goodwin, F. 69 
Race Relations: A Plan to Avoid Social Disasters, D. P. Gibson, N. 67 
Selling Jobs to the Ghettos, J. F. Kelleher, S. 68 


Social Science Seminar: Negro Problem is People Problem, 
P. Waller, My. 68 
Sticking It Out in the Ghetto, C. E. Spitzer, Je. 69 
Towards a National Purpose: The War on Poverty, S. Shriver, Ja. 67 
Talking With the Inner City, C. Odom, O. 69 
What Should the Business Response Be to the Negro Revolution? 
J. F. Langton, Je. 65 


MULTIPRODUCT COMPANIES 
The Growing Multi-Product Company: How Recognition is Achieved, 
G. Stahl, S. 66 


NEWSLETTERS 
Newsletters: The Underdeveloped Area for Publicity, M. T. Hovensten, 
Mr. 66 


NON-PROFIT 
What to Emphasize in Motivating People, A. N. Schoonmaker, F. 68 


PETROLEUM INDUSTRY 

Esso’s Support of the Arts Ties in with Positive Nationalism, 
R. E. Kingsley, Ag. 66 

What the Top Ten Corporations Do In the Public Interest, S. Gorney, 
N. 67 

Mobil Oil Promotes Safe Driving with ‘‘We Want You to Live” 
Campaign, J. D. Elgin & H. T. Fort, O. 66 

From Zero to 31,000,000 — Building an Audience for the ‘National 
Drivers’ Test’, J. Wolhandler, Ag. 65 


PHOTOGRAPHY 

The Editor and Creative Photography, G. D. Hurley, S. 66 

Get the Best Mileage From Your Photos, J. Klein, My. 68 

How to Get the Best Pictures, M. Snyder, Mr. 69 

Portrait Photography Can Carve Corporate Image, G. Botsford, My. 66 

Professional Photographers of America, The Impact of Annual Color, 
O. Kantor, Ap. 68 

Public Relations Must Include Photography and Reporting, 
F. W. Wylie, Ag. 66 

Uses of the On-Location Portrait, L. J. Baxter, Je. 68 


POLICE 

Campus to Squad Room, H. Taylor, Je. 68 

How to Change a City’s Image, C. W. Larsen, Mr. 67 

Police Public Relations: The Climate of Law & Order, W. Arm, Ja. 66 
Rioting in the Streets! R. Bancroft & T. Killeen, N. 68 


POLITICS 

The Candidate, Campaign and Ballot Box, R. W. Fenton, Mr. 66 
How the ‘| Dare You!’’ Candidate Won, H. N. D. Fisher, Ap. 69 
Publicity and Politics, P. A. Theis, S. 68 

Public Relations, Politics and Government, S. J. Archibald, Je. 67 


PRESS RELATIONS 

The Anatomy of the Capital Press, H. P. Hudson, N. 69 

How to Avoid Slipping into Lower Case, W. Pruett, F. 68 

Dateline Washington, H. P. Hudson, N. 69 

Ivy Lee and the Development of Press Relations, R. E. Hiebert, Mr. 65 

The Kennedys vs. ‘‘Look,’’ Manchester, Harper & Row, R. S. Collins, 
Ap. 67 

Press Relations: A Policy for Involvement, J. K. Full, D. 67 

Press Room on Wheels, J. B. Kennett, F. 69 

Press Suites — European Style, P. Collins, Je. 68 

Put Creativity Into Press Functions, H. F. White, F. 68 

Setting Up the News Room, R. S. Weeks, D. 69 

A Simple Solution to One Aspect of Effective Press Relations, 
E. Lifshey, Ag. 65 

Syracuse Pilot Study Reveals Views of Newsmen, G. N. Hoffmen, 
Jl. 67 

This Way to Suburbia, C. E. Hayes, Mr. 69 

What Makes a Press Room Modern, T. B. Mechling, Mr. 67 

What the Editor Thinks About Publicity, J. S. Schafer, Ja. 69 

Working with the Technical Press, A. J. Lazarus, N. 68 


PROMOTION 
How to Use Specialists, B. C. Abbott, Je. 65 
Thirty Companies Sponsor Global Safari, A. N. Podell, F. 67 


PROMOTION/ DEVELOPMENT 

How to Change a City’s Image, C. W. Larsen, Mr. 67 

$40,000,000 Being Spent to Lure More Industry and Tourists, 
W. H. Long, O. 66 
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Newspaper Series Keeps Milwaukee Moving Ahead, N. G. Meyer, 
Ja. 66 
Speeding Up Urban Development, J. A. Rath, Ja. 69 


PUBLIC AFFAIRS 

Dollars for Citizenship Broadens Base of Political Contributions, 
L. J. Guittar, JI. 65 

How to Organize a Public Affairs Program, W. J. Malatesta, D. 68 

New Trend in Public Affairs, T. N. Hopkinson, O. 69 

Public Affairs — Now! R. W. Miller, Mr. 68 

Reapportionment Will Pose Public Relations Problems, E. N. Cleaves, 
Mr. 65 


PUBLIC OPINION 
How the New Deal Kept Abreast of Public Opinion, R. L. Bishop, JI. 66 


PUBLIC RELATIONS 
A Business Editor Views Public Relations, A. Altwegg, Ag. 68 
The Case of the Misread Image, S. Sauerhaft, Je. 65 
Come to San Francisco But..., J. V. Neeson, Je. 69 
Confessions of a Pedagogue, E. F. Lane, N. 66 
Creative Problem Solving is Multi-Directional, C. C. Klein, My. 66 
The Engineering World Begins to Look Toward Public Relations, 
H. L. Rusch, My. 65 
Exclusive Interviews: How Practitioners from 12 Countries Evaluate 
Their Profession, T. J. Kraner, Ja. 65 
Exploding the Myths That Surround Us, C. W. Pine, D. 65 
How the New Deal Kept Abreast of Public Opinion, R. L. Bishop, JI. 66 
Idea Distribution Key to Executive Decision Making, W. H. Chase, 
Mr. 66 
Making the Most of Technical Papers, R. M. Fulmer, Ag. 69 
Management of Change: The Dilemma of Public Relations, 
W. H. Chase, My. 65 
The New Public Relations, J. Cook, Ja. 69 
Plenty of Output — But Where’s the Input? F. E. Hewens, O. 66 
The Professional Approach to Planning, E. S. Wells, O. 66 
“Public Relations” and its Connotations in Newspaper Usage, 
B. K. McKee, JI. 68 
Public Relations Executive Under Fire, C. Burger, O. 66 
A Public Relations Fable, C. R. Bevevino, D. 65 
Public Relations Mythology, J. F. Budd, Mr. 68 
Public Relations and the Open Society, Ja. 68 
Public Relations Platitudes: Ten for Extinction, J. J. Cassidy, D. 66 
PR and the Quest for Qualitative Change, E. J. Little, My. 68 
Public Relations: View from the Campus, G. Newman, Ag. 65 
Should Public Relations Take Over Marketing — Or Vice Versa? 
S. H. Britt, S. 66 
Wanted: Hard-Headed Objectives, R. H. Truitt, Ag. 69 
What Makes a Good Report, R. F. Harlow, Ja. 69 
What Management Should Expect from Public Relations, 
J. D. deButts, D. 67 
What Public Relations Services are Ad Agencies Performing? 
G. V. Barkman, F. 66 
What Should Management Expect from Public Relations? G. Perry, 
Jl. 67 
Why They Leave Journalism, R. H. Costa, F. 66 


Budgeting, Fees: 
Budgeting for Small Business Public Relations, A. Millet, Ag. 66 


Client/Agency 

The Art of Shooting Client Trouble, A. Robinson, O. 67 

Client Counseling: What to Do That First Year, W. Toumey, D. 67 

Empathy: The Missing Ingredient, C. E. Spitzer, Ag. 65 

Formula for a Profitable Agency-Client Relationship, V. Oristano, F. 65 

How Public Relations Directors Can Get the Most Out of their 
Agencies, S. L. Warshaw, O. 66 

Some Clients Must Be Taught, W. Fay, Je. 65 


Counseling: 

An Accounting System Built Especially for Counselors, M. Glener, 
Je. 65 

A Counselor's Letter to His Son...And His Reply, 
W. H. & T. H. Chase, Ag. 65 

Computers and Public Relations Management, J. E. Schoonover, 
My. 66 

Hanging Out the Shingle, A. J. Lazarus, N. 69 

How to Promote a Public Relations Consulting Business, 
D. Scott-Atkinson, N. 66 

How to Select a Public Relations Firm, W. V. Carty, O. 69 

How to Survive the First 60 Days as Counsel, J. F. Budd, Jr., Ja. 66 

Personnel Practices in Counseling, C. Burger, O. 68 


Public Relations Mythology, J. F. Budd, Jr., Mr. 68 

Public Relations Volunteers Help New Negro Company, 
C. R. Goodwin, F. 69 

Radio Specials Create New Interest in Counseling, H. Copeland, 
Ag. 66 


Employment: 
The Anatomy of Public Relations Employment, R. Florzak, F. 65 


Evaluation: 
Program Evaluation, W. Bailey, S. 68 


Future: 

The Future of Public Relations, J. W. Hill, S. 65 

The Future of Public Relations: A View from the West, B. A. Shepard, 
N. 69 

Dynamics of Change: How to Manage the Future, R. E. Rhody, Je. 67 


History: 

The Anti-Muckraker: Elbert Hubbard, C. F. Hamilton, O. 69 

Henry Ford, Publicity and a $1 Million Libel, D. L. Lewis, Ag. 69 
Ivy Lee and the Development of Press Relations, R. E. Hiebert, Mr. 65 
Billy Sunday, The Promoter, H. B. Weeks, S. 65 


Law: 
Developing a Rapport With the Lawyer, M. J. Simon, My. 69 


Organization: 
Managing Public Relations in Diversified Companies, C. Burger, 
Ma. 69 


Presentations & Proposals: 

The Fine Art of Presentations, H. M. Boettinger, Ag. 69 

New Business Presentations: The Gap in Professionalism, C. Burger, 
Mr. 66 


Professionalism: 

After Accreditation — What? G. E. Pendray, Mr. 65 

The Future of PR: A View from the West, B. A. Shepard, N. 69 
Hallmarks of a Profession, J. Marston, JI. 68 

The Profession: How to Keep Pace, H. Z. Robbins, F. 68 
PRSA's First Accreditation Examination, K. B. Druck, N. 66 


Programs: 
Middle Management in the PR Program, H. Stephenson, N. 69 


Priority and Discipline Keys to Programming? J. F. Budd, Jr., N. 67 . 


Statistics: 
New Statistical Picture of PR Field, Q. L. Harvell, N. 68 
Public Relations in New York City, L. Levitt, Mr. 69 


PRSA 

Accreditation — A Progress Report, W. J. Gaskill, S. 69 

After Accreditation — What? G. Edward Pendray, Mr. 65 

The Great Dialogue: Its Sophistication — Its Implementation, — World 
Public Relations Week, T. J. Kraner, Ja. 65 

On the Record: 18th PRSA Conference Held in Denver, N. 65 

The Public Relations Journal Reaches Its 20th Birthday, O. 65 

The Public Relations Journal: 20th Anniversary Review: The Fifth 
Year, D. 65 

The Public Relations Journal: 20th Anniversary Review, Ja. 66 

The Public Relations Journal: 20th Anniversary Review, F. 66 

Public Relations Organizes for Public Service, J. E. Pitt, N. 69 

PRSA Institute: The Implications of Behavioral Science, T. J. Kraner, 
D. 66 

PRSA Institute: The New Language of Social Science, A. Feldman, 
Ag. 67 

PRSA's Code: How the Practitioner and Public Are Protected, 
F. K. Decker, Mr. 67 

PRSA's First Accreditation Examination —a Description, K. B. Druck, 
N. 66 

Public Relations and the Open Society, Ja. 68 

PRSA’s 19th National Conference Attended by 2,118, Ja. 67 

PRSA's Trading Posts Cover Wide Range of Topics, Ja. 68 

Report on a Fellowship, G. D. Gale, O. 69 

Silver Anvil Awards Program Now in its 22nd Year, Ja. 66 

The Silver Anvil Awards: Winning Entries Summarized, Je. 67 

Silver Anvil Competition Enters 23rd Year, F. 67 

Tips & Tactics Explored at Trading Posts, Ja. 67 

Week in Brief: A Report on the Seventh Public Relations Institute, 
C. C. Clarke, Ja. 66 
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PRSSA 
Farm Clubs Train for Public Relations, F. H. Teahan, JI. 69 
Help to Town Builds Student Image, J. Dicks, JI. 69 


PUBLIC SERVICE 
Antidisestablishmentarianists Show the Way, R. P. Keim, O. 69 
How to Use Billboards to Build Identity, L. A. Price, O. 66 
News Sponsorship Builds a Name, R. E. Kohler, O. 69 
PR Organizes for Public Service, J. E. Pitt, N. 69 
Public Service Time —An Opportunity for PR, A. D. Stamler, O. 69 
What the Top Ten Corporations Do in the Public Interest, 
S. K. Gorney, N. 67 


PUBLICITY 
Can Publicity Really Sell a Consumer Product? T. L. Harris, N. 66 
How to Measure Dollar Return on Product Publicity, C. Ruff, O. 67 
How the New “Wonder of the World’’ Was Publicized, R. Kline & 
N. A. Schorr, JI. 65 
How to Organize and Staff a Business Features Program, 
A. N. Borno, F. 67 
How to Systematize Your Publicity Mailing List, R. T. Miller, Ag. 65 
Is Publicity a Neglected Art? D. T. Van Deusen, D. 69 
Look What’s Happened to Press Agents, C. E. Spitzer, Ja. 66 
Media Knowledge: Key to Publicity Success, M. H. Morris, Ap. 65 
Merchandising: The Publicity Pay-Off, T. L. Harris, My. 66 
National Game Fad Staged in Ft. Lauderdale, B. Kaufman, N. 66 
National Sunday Supplements —A Prime Publicity Target, 
G. P. Nicholas, D. 68 
The 124-Day Publicity Project, B. Pearsall, F. 69 
Public Relations Volleys for More Interest in Tennis, T. Noonan, F. 65 
Publicity and Politics, P. A. Theis, S. 68 
The Scientific Concept of Media Selection, R. Toohey, S. 66 
Wanted: Specialists for Technical Publicity, T. C. White, Ap. 69 


REAL ESTATE 
Two Strikes — Then a Triple, E. L. Stoll, F. 69 


RECREATION/SPORTS 
Fashion ‘Happening’ Sparks Employee Good Will, M. Delman, O. 67 
Back to the Bike, J. Auerbach, O. 68 
Handling the Delayed Action Event, G. L. Hough, Jl. 69 
How Dairymen Spend Half an Hour with 50,000,000 People Each 
Year, F. R. Neu, S. 65 
National Game Fad Staged in Fort Lauderdale, B. Kaufman, N. 66 
The 124-Day Publicity Project, B. Pearsall, F. 69 
Public Relations Volleys for More Interest in Tennis, T. Noonan, F. 65 
Triple Play Achieved by Honorary Yankee Batboy Program, 
W. W. Schwed, JI. 66 


REHABILITATION 
P. R.—A Part of a Rehabilitation Program, B. Kamin, F. 66 
Social Action Makes a Prison Break, J. F. Donohue, O. 69 


RELIGION 
The Direction of the New Social Gospel, L. Hamilton, Ja. 68 
PR Program for Religious Involvement, A. R. Roalman, O. 69 


RESEARCH 
American Youth: Why They Avoid Involvement with Business, 
E. L. Bond, Jr., My. 66 
The Auto Makers & Public Opinion, A. J. Cullen, O. 68 
Behavior Patterns: On the Nature of Fear Appeals, E. F. Lane, My. 67 
Cold Facts on the Hot Line, R. N. Detwiler, O. 69 
Dynamics of Change: How to Manage the Future, R. E. Rhody, Je. 67 
The Emphasis is on Corporate Reputation, J. S. MacLeod, Ag. 67 
Reapportionment Will Pose Public Relations Problems, E. N. Cleaves, 
Mr. 65 
Research and Planning, W. Bailey, O. 68 
The State of Public Relations Scholarly Research, R. Simon, My. 66 
Survey Finds Professionals Using More Research, J. H. Fouss, Ja. 65 
What to Emphasize in Motivating People, A. N. Schoonmaker, F. 68 
What Tasks Can Public Relations Give Computers? J. G. Mapes, Je. 67 
What the Top Ten Corporations Do in the Public Interest, 
S. K. Gorney, N. 67 
Why They Leave Journalism, R. H. Costa, F. 66 


RETAILING 

Fashion ‘Happening’ Sparks Employee Good Will, M. Delman, O. 67 
Consumer Participating Builds Trust, W. A. Welch, Mr. 68 

How Marcor Came to Wall Street, R. V. Guclich, Ap. 69 

The Logo is the Name, A. M. Hattal, S. 69 


SAFETY 

A Case Study: Competing for Attention, R. Bagar, O. 68 

Community Relations Program Uses Bicycle Safety Theme, Mr. 65 

Employee Health and Safety Education, L. Bartlow, D. 69 

From Zero to 31,000,000 — Building an Audience for ‘“‘The National 
Drivers’ Test,’’ J. Wolhandler, Ag. 65 

How to Handle Dange;, S. Ben-Zeev, Mr. 68 

Mobil Oil Promotes Safe Driving with ‘“‘We Want You to Live” 
Campaign, J. D. Elgirm & H. T. Fort, O. 66 

School Program Enrolls 4,500,000 Junior Fire Marshalls, J. K. Cagney, 
Mr. 65 


SALES 

Flying Corporate Showcase is Ambassador for Aluminum, 
J. L. Fleming, D. 66 

The INA-CARE Friendship Program: The Sales Campaign Built Around 
Public Relations, S. R. Lawrence, F. 66 

National Game Fad Staged in Ft. Lauderdale, B. Kaufman, N. 66 

Public Relations and Sales Play Major Role in “Correct Time Week,” 
H. Lewis, S. 65 


SCIENCE 

Applied Behavioral Science, E. F. Lane, JI. 67, S. 67 

Behavioral Patterns: On the Nature of Fear Appeals, E. F. Lane, 
My. 67 

How to Change Attitudes, E. Dichter, Ag. 67 

How to Handle Danger, S. Ben-Zeev, Mr. 68 

Putting Behavioral Science to Work, W. Bailey, Ag. 68 

PRSA Institute: The Implications of Behavioral Science, T. J. Kraner, 
D. 66 

Social Sciences: Its Lack of Application is Starving Public Relations, 
Ee. F. Lene, F. GS 

Social Science Seminar: Negro Problem is People Problem, P. Waller, 
My. 68 

The Strategy of Human Motivation, E. Dichter, O. 67 

What to Emphasize in Motivating People, A. N. Schoonmaker, F. 68 


SOCIAL UNREST 
Rioting in the Streets! R. L. Bancroft, J. J. Killeen, N. 68 
Survival in an Age of Activism, P. Lesly, D. 69 


SPEAKING 

The Doppeiganger Effect, R. W. Hall, F. 69 

How to Lose an Audience, V. Drayne, S. 67 

How to Make a Good Speech...If You Want to, V. Drayne, N. 66 
So Your Boss Wants a Speech, R. C. Alberts, JI. 67 

Why Speech Training Programs are a Necessity, G. Newman, Ag. 67 


SPECIAL AUDIENCES 

From Shuffleboard to Shakespeare, G. Ziemer, O. 68 
The Generation Gap and How to Bridge It, JI. 68 

A Plant Tour for the Blind, D. Bartee, Ag. 69 


SPECIAL EVENTS 

Anniversaries: 
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